Innovations in information and communication technologies (ICT) in recent decades have had profound implications for tourism services, promotion, or distribution. We apply a Structural Equations Model (SEM) to analyse the relationships between the characteristics of tourists visiting Amsterdam, the importance they attach to different kinds of information contents available on the Internet, and the actual performance of the city as a tourism destination, measured by the expenditures and the duration of stay of the visitors. Findings indicate that the choice of e-services depends on the travel motive, age, education, income, gender, nationality, and length of stay. Furthermore, use of e-forums and virtual tours was found to significantly affect local expenditure.
Introduction
In recent decades, tourism has become one of the largest global industries.
According to UNWTO (2010) , international tourist arrivals reached 935 million in 2010 (25 million in 1950) . Tourism came fourth in the ranking of export categories (after fuels, chemicals, and automotive products), while tourism exports accounted for 30% of the world's exports of commercial services (UNWTO 2009 ). This extremely fast growth of tourism activities implies strong competition among different holiday destinations which offer a wide range of products and services, according to their natural, cultural, economic or political conditions. This global competitive environment calls for dedicated efforts in destination management and promotion, in order to create an attractive portfolio of tourism products and services at the local level.
Clearly, the process of democratization and mass tourism that has been observed since the middle of the 20 th century has led to the creation of multiple segments for tourism demand, according to characteristics (e.g. nationality, cultural background, social status, or education), and motivations (see also Matias et al. 2011 ). This double process -differentiation of destinations and segmentation of tourists -raises the issue of matching the characteristics of destinations with the motivations and personal characteristics of tourists. This matching problem highlights the importance of the proper management and implementation of promotional strategies that contribute to the creation of suitable and tailor-made products and services at the local level, in order to satisfy the needs and motivations of specific groups distributed over a global market.
The unprecedented development of information and communication technologies (ICT) in the last few decades has exerted a profound impact on tourism activities. The development of the Internet, multimedia production, and other ICT applications have created new opportunities for marketing and distribution strategies, as well as new sources of competitive advantage (Singer et al. 2010) . The increasing complexity of the contemporary information systems has changed the prevailing market structures, and has created new opportunities for small companies to reach global markets at relatively low costs (Karanasios and Burgess 2008) . In this context, Buhalis and Law (2008) systematized various ICT characteristics that are particularly relevant for tourism activities, namely: interoperability, multimedia, wireless technologies and web design. Those technologies have led to an increased bargaining power of consumers thanks to the existence of direct communication channels with suppliers, an improved flexibility in customer-supplier relations, and an abundance of available information. Similarly, Aldebert et al. (2011) can collect information from multiple sources before the visit and produce his/her own information during and after the visit (Mansson 2011) . This process of convergence implies an interdependence between different media supports and multiple ways of accessing media content (Jenkins 2006) . Furthermore, considering the close link between tourism activities and territories (tourism supply depends on the specific characteristics of each place, while tourism services are necessarily produced and consumed in the same place), developments in Geographical Information Systems (GIS) have created new opportunities for tourism marketing and promotion (Chang and Caneday 2011) .
These new tendencies in the processes of production and acquisition of information about tourist destinations have been the subject of various recent studies. These have shown, for example, that the general use of social networks tends to significantly reduce the role of the informative websites managed by Destination Management Organizations (Parra-Lopez et al. 2011) . Other studies have focused on personal travel blogs (Lin & Huang 2006) , or photography websites (Lo et al. 2011) , showing the diversity of independent and complex information available for the tourists when choosing a destination.
There is clearly a need for solid, evidence-based research. Considering the variety of possibilities available on the Internet to collect information about a tourist destination, the purpose of the present study is to analyse the relationships between the characteristics of the tourists visiting a major tourism destination (i.e. Amsterdam), the importance of the different e-services used by them before the trip, and the actual performance of the city as a place for tourism (measured by the total expenditures made by the tourists in the city and by the duration of their visit). These various relations are described comprehensively in Figure 1 and can be clarified as follows: (1) there is a relationship between the characteristics of tourists and the e-services used; (2) the use of e-services influences the tourist expenditures in the destination city; (3) the length of stay has an effect on the eservices used; (4) the personal characteristics have a direct influence on expenditure; (5) the personal characteristics are associated with the length of stay;
(6) the length of stay influences expenditure. The mean value and standard deviation of the expenditure variable was a cause of concern, since the initial results showed a large influence of outlier values on the The hypothesized relationships between the exogenous and endogenous variables were subsequently tested in the AMOS 19.0 Structural Equations Model (SEM) package for SPSS, using the ML method of parameter estimation. SEM allows for both the simultaneous estimation of a series of multiple regression equations and the incorporation of latent variables, thereby accounting for measurement errors in the estimation process (Hair et al. 1998) . Nonetheless, our proposed path model (see Figure 1 ) does not contain any latent constructs. Even though the seven different e-services might be presumed to underlie a set of higher-order constructs (see Van Leeuwen and Nijkamp, 2010) , the results of A number of goodness-of-fit indicators can be reported as well. The χ²-statistic reflects the statistical difference between the observed matrix of covariances, identified from the data, and the ideal covariance matrix predicted from the model structure. While Barrett (2007) 
Results
The initial tested path model showed inferior goodness-of-fit indices, but this was to be expected, since the exploratory nature of the study had as its main objective to identify the significant paths from a large number of initial estimates. For that reason, the original model was modified based on the t-test values of nonsignificant paths and the subsequent changes in the χ²-value, in order to come to a more parsimonious, good-fitting model. After the deletion of 44 insignificant paths, the resulting empirical model showed satisfactory fit indices on all reported tests with an χ²-value of 52.91 (p = .292) with 49 degrees of freedom, RMSEA = 0.012, CFI = 0.998, and CMIN/DF = 1.1 (for a discussion of these thresholds, we refer to Wheaton et al., 1977; Tabachnick and Fidell, 2007 and Steiger, 2007) .
Furthermore, Bollen-Stine's Bootstrap, which is often preferred in case of nonnormality in the data, had a significant p-value of 0.353 for a bootstrap sample of 2000 observations, giving a further indication that the model fits the data to a satisfactory degree. Table 2 gives an overview of the relationships between personal characteristics (including number of nights) and the seven e-services which were found to be significant by an ML estimation. Educational level appears to have the most significant relationships with the different types of e-services. The data suggest that higher educated people are more likely to attach importance to interactive mapping and electronic booking services, while personalized information, eforums, virtual tours, and interactive games are considered less important for higher educated tourists. Age appears to negatively influence the evaluation of eservices, with negative estimates for the relationships with interactive maps, personalized information, booking services, e-forums, and interactive games, which confirms the idea that younger people are more open to the use of advanced e-services. Virtual tours and interactive games are both gender-related, with female travellers giving more importance to these services, while income and an electronic journey planner have a significant positive correlation. Another interesting observation is that Dutch tourists show less interest in the availability of e-services for the tourist destination of Amsterdam.
In Table 3 , significant relationships are reported between the personal characteristics of the individual tourist and the number of nights spent in Amsterdam. As would be expected, Dutch tourists are less likely to spend more nights in Amsterdam, while travelling with a holiday motive is positively related to the number of nights spent in the destination city. Table 4 shows the variables which were found to significantly influence the level of expenditure in Amsterdam. Of the seven e-services, only two had a significant effect on tourist expenditure, with e-forums having a negative influence, and virtual tours being positively related to tourist spendings. Number of nights and family income have a further positive influence on expenditures, while higher education levels are related to lower expenditures. Finally, there is statistical evidence that domestic tourists spend significantly less money in the destination. -257.387 (64.840 )*** Note: * p-value < .05; ** p-value <.01; *** p-value <.001.
While the previous tables have given an overview of all significant direct relationships, a number of variables have a further indirect influence on tourist expenditures through their interaction with intermediate variables. In addition to the direct effect of the nationality characteristic, a significant negative indirect effect is found through its interaction with both the number of nights and the eforum service. This implies that Dutch tourists spend less money per day or night than foreigners. Both the holiday (59.151) and the business (28.457) motive have a further positive indirect effect on money spent, compared with visiting friends or family, while gender indirectly negatively affects expenditure with a further regression value of -11.866 (meaning that men tend to spend more money in the destination city of Amsterdam). Finally, age (15.384) and education level (2.626) further influence the expenditure through an interaction with the e-forum variable.
Discussion and Conclusions
The results obtained clearly show that e-services are much more relevant for foreign tourists than for Dutch persons visiting Amsterdam, which is probably related to the need for foreigners to collect a priori more systematic information about the destination and the choice to be made in the light of the possibility to visit several other cities around the world. This conclusion suggests that the tourist attractions in the city (including museums or cultural events) should reinforce their presence on the Internet, with a view to attract the attention of potential foreign visitors.
The fact that younger tourists tend to use e-services more intensively will probably have less impact in the future: it is likely that these younger tourists will continue to use e-services when they get older, together with a new generation.
The clear differences between visitors with different levels of education regarding the choice of e-services suggest the importance of developing different types of information channels for different types of consumers: interactive maps and electronic book services tend to be used more by tourists with a high level of education, while e-forums, virtual tours, interactive games, or personalized information seem to be more attractive to tourists with lower levels of education.
This study has also shown that tourists with higher incomes tend to use electronic journey planners more intensively, which suggests a high level of systematic and planned orientation about the trip before the departure for this kind of tourists. On the other hand, the high importance of e-forums for tourists with the lowest level of expenditures in Amsterdam suggests that they use this platform in order to find more affordable ways to enjoy the city. Curiously, people with higher levels of education tend to spend less in Amsterdam, which is an interesting concern that should be addressed by the marketing strategies for the development of tourism in Amsterdam.
Despite the relevance of these findings, it should be stressed that the data used in this research do not yet include information about the use of social networks, since this kind of platform was not so popular at the time when the information was collected. Nevertheless, considering the massification of these tools in the last few years, including social networks in a similar framework could become an extremely important further development of this analysis.
